









A LETTER FROM THE PRESIDENT 



Dear Prospective Client: 

Five years ago. I saw a need for an 
enterprise tnat would get high ex¬ 
posure for brand name products by 
having them used in big-budget mo- 
oon pictures. 

It seemed to me that manufac¬ 
turers would benefit from having their 
products appear in films in the hands of 
top boxoffice stars, and that studios 
would iwelcome the opportunity to use 
brand name products to add realism to 
motion picture scenes. Both assump¬ 
tions have proven to be valid. 

in 1978; Mounded Associated Film 
Promotions to serve as a liaison be¬ 
tween manufacturers of brand name 
products and the film industry. After 
many months of making personal 
contacts among the decision makers, 
the studios began to look to AFP as 
their primary source for produce they 
wanted to use in their films. 

Since that time. AFP has been con¬ 
sulted i by major Hollywood filmmakers 
on hundreds of motion pictures. Our 
staff of specialists in production, m mar¬ 
keting and in public relations work 
ciosefy with the film industry, fumts/wig 
everything from Clark Bars to Cadillacs 
to help create more realistic settings m 
motion picture scenes. 

How AFP Works. When AFP agrees 
to represent a client a marketing strat¬ 
egy meeting is nek) to determine the 
mast productive moo on picture ex¬ 
posure fbr the client’s products. Our 
staff and consultants analyze film 
senpts for favorable environments and 
opportunities for product exposure A 
thorough. scene-by-scene breakdown 
of Mm scripts chosen fbr consideration 
is presented to the client indicating 
where and Dy whom his products will 
be used m the motion pictures. 


AFP carefully controls the ap¬ 
pearance of the client's product in films, 
in most cases, it is the stais who will use 
the product—always in a positive and 
memorable manner. Great care is taken 
to prevent a product from being used 
by "villains" or m a disparaging way. 

There is no greater promotional 
value—short of a direct endorser 
merit—man having a major motion pic¬ 
ture star use a product in a tug-budget 
film. Perhaps, as many as 50 million 
theatre goers wiU ultimately view the 
film and many of these will be influ¬ 
enced to become consumers of the 
products they see being used by their 
favorite celebrities. 

AFP maintains a dose relationship 
with major studios, producers and 
other tofHevel creative staff who keep 
us abreast cf their potential product 
needs for upcoming films. Producers 
and directors frequently ask AFP to 
recommend ways in which brand 
name products can be creatively used 
to enhance a scene. This has led to 
many beneficial exposures of products 
m speoally-devised scenes that have 
great brand name impact 

Our service indudes, wherever fea¬ 
sible. major promotional oe-ins linked 
to a particular brand name product and 
its appearance in a significant film. 

What motion picture exposure 
can do for your product Movies not 
only survive the competition from tele¬ 
vision. pay TV and, even, video games, 
but cononue to gam strength. 

The use of brand name products 
by stars m popular motion pictures rem- 
forces the product s image on au¬ 
diences and. usually, results in a sigrsfi- 
cant increase in sales As a motion 
picture makes The transition from the¬ 


aters into cable and network TV, in 
flight presentations and foreign dis 
tribuoon. the brand name impact is fei 
by a potential audience of hundreds c 
millions of consumers. Met the cost fc 
reaching mis vast audience; compare 
with the expenditure required to in 
print the same number of peopi 
through traditional media, is incrediDi 
low, 

Who uses motion picture pro< 
uct promotion? Everyone from ne> 
developing firms to Fortune 500 cor 
parties, which comprise 30% of ck 
client list last year. AFP succeeded 
placing 70 of our clients ini 150 impc 
tant motion pictures: In the five yea 
we’ve been in business, we've pr 
vided brand name produce for neai 
600 big-budget films. 

A list of our clients appears in th 
brochure. Ibu'll note that some of th 
nation's largest corporations are repre 
sented. mdlcaong their farsighted rec 
ogmoon of a unique marketing oppo 
(unity—exposure of their brand nar 
products in motion pictures. 

Don'iirosout on this very profi 
Ole approach to marketing your cc fv 
pany’s product: Your brand nairO 
could be prominently displayed 
tomorrows "Rocky" or "Ordm*( 
People" 

Please callme personally wnh a, 
questions you may have aoout hr 
our service can help keep your ora 
names uppermost m the puoii 
thoughts. 


Cordially. 



Robert H. Kovoioft 
President 


Source: https://www.industrydocuments.ucsf.edu/docs/hnclOOOO 
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US. Key City Boxoffice Index 

(Seasonally Adjusted. 1980= 100.0) 
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5-YEAR GROWTH CHART 

The graph oelow reflects the steady increase 
in the number of motion pictures 
in which AFP clients participated. 
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WHEATIES SURVEY 'ROCKY III' NORA J ROTK1N JUNE 14; 1982 


The movie "ROCKY III" was sampled in the Los Angeles 
and Chicago metropolitan areas. As is readily evident, an 
impressive 89% of respondents in the total sample re¬ 
called or recognized WHEATIES cereal in the film. 

In Los Angeles a total of 96% recalled or recognized 
WHEAT!ES. Of this total. 64% rememoered WHEATIES 
being displayed without prompting from the interviewer. 

in Chicago. 82% of those interviewed recalled or 
recognized WHEATIES. 

The result is very encouraging. The placement of 
WHEATIES is very prominent on Rocky 's breakfast table. 
Audiences see Rocky 's son eating WHEATI ES and may get 


AWARENESS _ AGE 

UNAJOED AIDED 12-17 18-34 35-49 


the idea that if Rocky is allowing his son to eat WHEA 
it is a cereal that will supply the nutnoon and en 
necessary for athletic prowess. 

All ages are represented in the distribution 
young children through older adults witn 18-34 bemc 
most represented group. 

Children viewing "ROCKY III" saw WHEATIE' 
the breakfast table and may want to identify witr 
strength and "victor" image. Also, older adults 
young children in their homes might get the ide 
purchase WHEATIES from this scene. In fact the ai 
may desire to purchase WHEATIES for themselves 


_ LAST EDUCATION GRADE ' 

NOT 

_ DID NOT COM! miGHi MIG 

50-1- COMPLETE PIETED SCHOOL SCHC 

8THGRO 8THGRQ GRAD GRP 


TOTAL 

46% 26% 53% 10% 10% 2% 9% 18% 21°/ 


LOS ANG 

64% 32% 25% 54% 12% 8% 1% 7% 20% 20’ 

CHICACQG 

25% 57% 27% 52% 9% 12% 2% 10% 14% ! 9 S? 


(PERCENTAGES ARE ROUNDED OFF TO THE NEAREST NUMBER) 1 

•CATEGORIES ARE INOIVIOUAt INCOME AND TOTAL MMILT INCOME - THOSE RESPONDING ARE IN ONE QRTME OTHER CATE < 


Source: https://www.industrydocuments.ucsf.edu/docs/hnclOOOO 
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are all potential consumer* of \X/HEATIES. 

This survey indicates tftat all types of people saw the 
mooon picture "ROCKY III." The population is diverse in 
ail demographic areas indicating a potentially large and 
diverse market for consumers of WHEATIES. 

In today’s economic decline, consumers are going to 
spend money on necessities and De cautious about 
spending money on entertainment Therefore, those peo¬ 
ple who thought "ROCKY III" was worth the investment 
might further conclude that WHEATI ES would De another 
good investment Doth from a nutrition and budget pant 
of view. 


INDIVIDUAL or TOTAL FAMILY INCOME* 


ENDED COLLEGE — 
0 LIEGE GRAD 

MALE 

SEX 

FEMALE 

UNDER 

S 10.000 

Sil 0.000- 
14,999 

UNDER 

SI 5.000 

SI 5.000+ 

SI 5.000* 
24:999 

S25.000 

44,999 

S4S.Q0O* 

Pt£—WHEATIES 

26% 29% 

58% 

42% 

16% 

7% 

10% 

6% 

14% 

20% 

27% 

AMPLE—WHEAT! ZS 

23% 29% 57% 

1. 

43% 

11% 

3% 

14% 

4% 

4% 

21% 

42% 

t 

WPLE—WHEAT1ES 

29% 26% 

59% 

41% 

21% 

10% 

6% 

8% 

25% 

19% 

10% 


cause people are on an exercise, keep-m-shape. healthi 
and general self-improvement regimes and U/HEATIES 
fits into this classification. 

AJJ education levels are represented indicating that 
education has little effect on recail/recognitnon ofi 
WHEATilES Most viewers were at least high school 
students or graduates. However, there was a good pro¬ 
portion of moviegoers who at least attended college or 
are college students. 

All! income levels are represented, either individual 
income or total family income. Those persons who are in 
me lowest income as well as those in the higher income 
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LETTERS FROM 
OUR OJENTS 

Client satisfaction 
is always AFFs 
pnmary goal. 

Many of our 
clients send us 
thoughtful letters 
acknowledging 
our< contributions 
in the area of 
brand name 
product place* 
merit in mooon 
pictures Here is a 
representative 
sampling. 
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